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Abstract 
 
AEC 2015 has a very promising business opportunity. Particularly for the service sector and SME (small and 
medium enterprise), starts form textile, garment or bag.Business prospect for pashmina also has a good 
opportunity. This study aims to describe the behavior of consumers is finding, buying, using, evaluating, actions 
taken after the purchase and use of pashmina import in Surabaya. Consumer behavior include Who is buyer, What 
they buy, Who influence their buying, Why they buy, Where they buy, When they buy, How often they use, How they 
know about the product, How they evaluated it after purchase, How they dispose after the purchase.  
Data processing are using frequency table, histogram table, and cross tabulation. The respondent used in this study 
were respondents who had bought and used pashmina import at least 3 pieces a year and lived in Surabaya. 
The result shows that most of import pashmina scarf consumers are married people whose educational level are 
diploma 3 – bachelor degree and being housewives. Based on displayed data it may be perceived that most popular 
material among Surabaya consumers is cotton polyester. The most influential side for consumer is family. Most of 
them purchasing import pashmina scarves are unique motif and limited edition. Mostly people get their 
import pashmina scarves by online shopping and they get any new collection by social media. Frequency of 
purchase is 3 through 5 times a year, and mostly satisfied with them. Regarding to consumer satisfaction evaluation, 
there are also somewhat satisfied  and dissatisfied consumers with purchasing and wearing import pashmina 
scarves. A large number of respondents will either keep their used scarves or give them to their family, once they get 
bored of their scarves.    
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PENDAHULUAN 
 
Asean Economic Community (AEC) mulai berlaku pada 
2015. Prospek bisnis menjadi cukup menggiurkan dan 
peluang bisnis menjadi sangat menjanjikan. Khususnya bagi 
sektor jasa dan UKM (usaha kecil menengah). Produk UKM 
di Indonesia cukup berkualitas, mulai tekstil, garmen atau 
tas, menurut Wakil Menteri Perdagangan, Bayu Krisnamurti 
(indotextiles.com). Pashmina merupakan sebutan kain wol 
dari domba yang hidup di peguningan Himalaya, ditenun 
oleh masyarakat stempat untuk dijadikan selendang dan syal 
(tokopedia.com).  
 
Dalam kehidupan sehari-hari, konsumen menyadari bahwa 
tiap barang atau jasa yang dikonsumsi memerlukan berbagai 
pertimbangan. Aktivitas belanja merupakan salah satu kata 
yang paling sering didengar dalam kehidupan sehari-hari 
seperti berbelanja jilbab pashmina.Perempuan muslim kini 
semakin memiliki banyak pilihan bergaya dengan 
menggunakan jilbab pashmina. Di jaman modern seperti saat 
ini, ada berbagai macam bentuk jilbab pasmina penutup 
rambut dan aurat yang menjadi tren dan disukai oleh wanita 
sebab membuat penampilan wanita makin terlihat cantik. 
Penggunaan pashmina menjadi trend saat ini diawali oleh 
keberadaan hijabers dan para artispun saat ini mulai banyak 
yang menggunakan pashmina sebagai alternatif jilbab. 
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